Grocery stores in traditional markets in the Province of Jambi are facing an intense competition, especially with increasing number of minimarkets and modern stores. This can lead to the tight competition between retailers. The purpose of this research is to formulate the model of marketing and human resource management strategy to achieve competitive advantage of grocery stores in traditional market of Jambi. The aim of this study is to analyze the influence of marketing strategy, human resources, and competitive advantage on the competitive advantage. This research used mix method (qualitative and quantitative methods) by using the type of sequel explanatory descriptive. This study conducted a survey involving 85 respondents, who were chosen by using quota sampling technique. The results show that marketing strategy (PMS) has a significant effect on the competitive advantage (KB), and human resources (SDM) has a significant effect on the competitive advantage (KB) of grocery stores in traditional market of Jambi. However, human resource has no significant effect to marketing strategy. Keywords: marketing strategy, human resources management, and competitive advantage Grocery store is kind of a small shop, that is generally accessible to the public and local community and market. Most grocery stores are still traditional and conventional in nature, where the buyer cannot take the goods by themselves, because store shelves are not modern, and it delimitate between the seller and the buyer. Grocery stores offer daily routine goods such as: basic food, dried food, cigarettes, toiletries, soap, and many more (wikipedia.com).
Introduction
Effectively managing business is the key of successful businesses in this competitive era, especially grocery store. The phenomenon of business development or business in Indonesia today has undergone quite a rapid improvement. In this present day, Indonesia has a lot of groceries that spread in over the place in Indonesia, particularly Jambi Province. Facing the competitive era, the grocery store as a kind of business form need to improve and maintain some aspects in management. Two of the aspects are marketing and human resources. Marketing management process and human resources management process are need to attract profitable customers in achieving decent sales number, and also procuring the loyalty of consumers. Marketing as an influencer on others to be able to buy the products, while human resources capacity of a person to work in the business capability.
result of the existence of the manufacturing business development and market opportunities are quite open, as well as the government's attempt to encourage the development of retail business.
The phenomenon indicates that there are many grocery stores in traditional market areas. The ability of grocery stores in the area to survive not in spite of the ability to compete with monotonous shops as well as modern shops like display of the store. Further, the interesting display or setup product, consumers will be interested in the products offered. Display products will stimulate the curiosity of consumers to products that have been arranged in such interesting, then arises a sense of wanting to buy the product. Even though in the beginning the product is not included in the purchase plan. This indicate that grocery stores have competitive advantage. Septin (2012) described that the strategy of human resources management to achieve competitive advantage through changing in the role of the Human Resources Management which is not an administrative only, but also as a strategic partner, employee champions and agent of change within company. Meanwhile, Dasipah (2007) also described that human resources management strategy to competitive advantage within the company.
Research on the grocery stores, among others, performed by Filipe, Marques, and Salgueiro (2017) that examined customer relationships with grocery stores in all around the world, and find the positive influence of customer satisfaction is the highest part of the grocery customer loyalty program. While research Lombart, Labbe-Pinlon, Hahn, Anteblian, and Louis (2018) find loyal customers of regional grocery stores with local products in France due to an appropriate product placement strategy.
On the other hands, Kasasbeh (2017) indicated the relationship between human resource management with the competitive advantage of the company. Jasim (2014) described that the competitive advantage of a company will be obtained through the improvement of the quality of employees (HR) company. Ejrami, Nader, and Ahmadian (2016) stated in this competitive era, merchant companies marketing variable of marketing potentials to enhance performance and competitive advantage. Gupta and Maholtra (2016) indicated that a consequence of this era is an innovative marketing by engaging a network with local enterprise. This research is important and interesting, because this research of the marketing strategy and human resource management to achieve competitive advantage in various types of attempts have been made, but the research at the grocery store in traditional markets is still limited. It raises a research gap research.
Methods
This research used mix method by using the type of sequel exploratory design. The first phase was qualitative method and quantitative method on the next phase. The qualitative stage consisted of four steps, as follows. First, problem and the potential research object identification. Second, theoretical studies by using phenomenology approach. Third, data collection by using in-depth interview, observation, and documentation. Then it was followed by data analysis using data reduction and analysis conclusion, withdrawal, domain verification, and reflection. The fourth step was to test the hypotheses with the discovery of the indicators and variables of the study.
The next stage was the quantitative method. The first step is determining the quantitative sample from the entire population. This research was conducted by the participation from several grocery stores in province of Jambi. The sample was selected using quota sampling technique. The sample of this research was 85 grocery stores that are in traditional market in Jambi. The Advances in Economics, Business and Management Research, volume 57 questionnaire was designed by using 5-point Likert scale. The second step manage primary and secondary data. Furthermore, the third step was descriptive and inferential analysis.
Results and Discussion
The results discussed in this section are based on the data collected form 85 respondents. All respondents are owners of grocery store in Jambi who were selected by quota sampling technique. Some details of the research respondents are age of the grocery stores owner, ownership type of the grocery stores, age of the grocery stores, and the number of grocery stores' employee. The details of these essentials are shown in the Table 1 . Table 1 shows the structure and characteristics of the sampled grocery stores throughout the area of Jambi. It shows that the majority owners of the grocery stores are of 50 or over 50 years old of age. Many of the grocery stores' owners has been running their businesses for more than ten years. The majority grocery stores' owners are of secondary level education. Most grocery stores in Jambi are run by their own owners and have at most five employees.
The results of the qualitative phase of this research findings variables and indicators on the Table 2 Advances in Economics, Business and Management Research, volume 57 The next phase of the quantitative was using component based structural modeling. Based on the results of this research, the calculated model can be seen in Figure 1 . Figure 1 indicates that marketing strategy variable (PMS) indicator, pms3 has value of loading small factor from point 0.6. It means that marketing strategy (PMS) of grocery stores in the area of traditional markets in the province of Jambi reflected by indicators of market segmentation (PMS1) and market target (PMS2). On the other hands, human resource management strategy variable indicator of human resource planning (SDM1), selection (SDM2) and relationship between managers and employees (SDM7) have values on less than point 0.6. It means that strategy of human resource management in the market area of grocery store in Jambi province can be reflected by indicators of training and development (SDM3), performance (SDM4), compensation (SDM5), and maintenance (SDM6). Whereas competitive Advances in Economics, Business and Management Research, volume 57 advantage variable (KB) of these four indicators have values on point 0.6. It means that competitive advantage of the grocery store in the area of traditional market in Jambi province can be reflected by the entire charge indicators. Validity of this study used AVE point and communality: Table 3 shows the value of AVE and communality above point 0.5 for all variables. It means that all variables have the value of the discriminant validity. Reliability in research as well as the consistency of the research instrument is as follows: Table 4 indicates that the average value of Cronbach alpha and composite reliability for all variables of this study above point 0.70, or it could be said that all reliability instrument (questionnaire) on this research revealed the "reliability" and tested the establishment, so that it can be used in further research. The bootstrapping results to model can be seen in the following Figure 2 . Table 5 shows the influence between the variables in this study. The influence of significance variable can be seen from the t value on point 1.96. Table 5 shows the influence of marketing strategy variable (PMS) to competitive advantage on point 0.17 and significant, and the influence of management human resources variable (HR) to competitive advantage (KB) shows the number on point 0.66 and significant, While the influence of the variable of human resources (HR) management to marketing strategy (PMS) are not significant. Economics, Business and Management Research, volume 57 Results of the analysis show that the marketing strategy (PMS) affecting competitive advantage (KB) of grocery stores in the area of traditional markets in Jambi Province. These results support prior research, such as Ejrami, Nader Salehi, and Ahmadian (2016), Gupta and Maholtra (2016) , and Jummaini (2014) . Likewise, human resource management (SDM) influences competitive advantage (KB) of grocery stores in the area of traditional markets in Jambi Province. These results support previous research findings, such as Septin (2012) and Dasipah (2007) , Kasasbeh (2017) , and Jasim (2014). This paper contains some limitations of research scope because this paper only examined two aspects of management, such as marketing in order to examine the marketing strategy of grocery store in this competitive era, and human resources management. Future research is recommended to add some aspects like financial, operational, and others to their research.
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Conclusions
The purpose of this research is to formulate the model of marketing and human resource management strategy to achieve competitive advantage of grocery stores in traditional market of Jambi. The aim of this study is to analyze the influence of marketing strategy, human resources, and competitive advantage on the competitive advantage.
The model of this study is able to find factors that affect the competitive advantage of grocery stores in the area of traditional markets in Jambi Province Jambi is human resources management and marketing strategy. It can be occurred due to the presence of emotional closeness between customers and traders or employees of the grocery stores.
This study provides evidence that human resources play an important role in the relationship and with customers in business. Emotional relationship will appear because of the long relationships. As the case shown in this study that business relationships that occur between traders and consumers has lasted for a long time. Most grocery stores in this study have already in business for over a decade. The existence of emotional relationship give raise to the buyers' loyalty.
